ABSTRACT
INTRODUCTION
Customer Relationship Management (CRM) is a process that companies use in order to improve business relationships with customers. Companies do this by using strategies and technologies to manage and analyse customer interactions, as well as data, throughout the customer lifecycle (Rouse, 2014) . Their aims are to acquire, retain and increase customers. However, the main goal of CRM is to increase customer loyalty and in turn to improve business profitability.
FROM CRM TO e-CRM AND SOCIAL CRM
The first-generation applications of CRM appeared in 1980s in the form of Customer Information System (CIS). They were single function solutions designed to support a specific set of employees (Du, 2013) . Nowadays with the evolution of technology a web-based CRM, called e-CRM, uses internet based technologies, such as forums, websites and emails to achieve CRM objectives (Technopedia, 2017) . In other words, companies can interact with customers by using the internet. The main challenge of e-CRM is to offer successful communication and information regarding the topic of interest, in order to cover the particular needs of the customer. The internet provides a simple and ideal method, where customers can get answers they seek for, using sections for Frequently Asked Questions (FAQ), forums or chat rooms.
In addition to e-CRM there is also another new trend of CRM, called Social CRM. Social CRM is a customer relationship management process that provides communication through social media sites, such as Facebook and Twitter (Rouse, 2010) . A business can create a particular page, usually called fan page, for the company in different social media sites, to quickly get information about users, who are interested in their products. In response to customer comments, a business can reply quickly to their questions, potential negative feedbacks, or product problems either by posting new comments, or by communicating with personal messages. By using Social CRM, companies can get higher reputation through offering the best possible solutions and suitable products to customers. According to a survey conducted by IBM in October 2010 (Davis, 2011) , nearly 80% of companies have a social media presence and most use social media for Customer Relationship Management purposes. The results of this survey shows us that Social CRM is a very important tool for business.
In the following sections, we provide information about the usefulness and the challenges of CRM, eCRM and Social CRM.
The Working Cycle of CRM
Every CRM model contains a working cycle in companies that is oriented to the customer. The CRM model contains phases, which are followed by the business in order to achieve its goals. The following figure introduces the flow of the current model (Marketing Teacher, 2017) . 1. Customer Acquisition -This is the process to attract a customer and convince him of making his first purchase. Growth -Companies focus on increasing the number of their customers through market orientation, innovative Information Technology (IT), such as the use of physical devices to create, store, secure all forms of electronic data, and value creation.
2. Customer Retention -Customers return to the company and buy again. It is anticipated that they purchase a similar product or service. Growth -Through market orientation, innovative IT and value creation, companies focus on increasing the number of their customers who will purchase from them regularly.
3. Customer Extension -Customers are regularly returning to purchase from the company. This time they have been informed about new products or services that may not be related to their original purchase. The main purpose on this stage is to retain them as customers for extended products or services.
Growth -Through market orientation, innovative IT and value creation, the company focuses on increasing the number of their customers who purchase additional or supplementary products and services.
The Stages of a CRM Strategy
Preparing and implementing an adequate strategy for achieving desired result takes time. The following stages are used to build successful relationships with consumers (Sharp, 2003) . 1. Interacting -In this stage, a dialog is been established between the customer and the organization. The discussion is referring to a series of interactions (eg. product in-information, product complaints) and transactions (eg. product order, service request). 2. Analyzing -Meaning that it is necessary to apply marketing practices (e.g. meeting the needs of customers, setting the accurate price) in order to create interactions that build valued relationships.
3. Learning -The purpose of this stage is about learning and to apply the information gained from analyzing customer behavior in order to create interactions between the customer and the organization. 4. Planning -The last stage is about planning the best possible market strategies and plans to meet the requirements of each customer, who is related with the particular organization. The above steps are crucial for implementing a successful strategy, because today's consumers are much better informed, better educated and more demanding regarding the products and services that they require.
TYPES OF CRM
Customer Relationship Management software is being used by businesses, to guide them into an effective communication with their customers. Thus, the main purpose of a CRM application, is to help an organization understand the needs and behaviors of its customers and provide them better quality of service. There are four types of CRM applications: Strategic, Collaborative, Operational and Analytical to perform all these activities (Johnson, 2002) . Strategic CRM is focused on winning and retaining customers by creating and delivering better value propositions than competitors. The method is performed through capturing and collecting candidate data and market trends. As soon as the company completes the information analysis, it is able to adapt to customer requirements. The organizations will be in a better position to recognize the buying behavior of the customers and offer them better proposals.
Collaborative CRM is responsible for gathering data through various channels (fax, phone, web, e-mail) This particular CRM software is well known as "front office" solution, due to its direct activity with the customer. Service Automation (SA) automates services requests, complaints, product returns and information requests. There are multiple communication channels (web, telephone, fax, face to face) to diagnose and solve product issues. SA is also capable of using Computer Telephony Integration (CTI), to provide advanced solutions.
Analytical CRM analyzes the information that was captured through Operational CRM in order to segment customers and enhance both customer and company value. The data is stored to repositories and categorized into sales (purchase history), financial (payment history, credit score), marketing (campaign response, loyalty scheme data) and service data. Analytical CRM helps companies to apply the best possible selling approach between customer groups. The interaction among high value customers, may be completed by "face to face" selling. As for the low value customers, they will probably be contacted by tele sales.
The e-CRM process
Many companies, due to internet's vital role on business life, apply eCRM, to reduce customerservice costs, tighten customer relationships and most important, further personalize marketing messages and enable mass customization (Namchul, 2005) . The challenge of Ecrm is focused on specific information and communication about a product or a service that fits customer needs. It can be defined as an application which uses internet based technologies to achieve CRM objectives. The purpose is to retain customers and increase their loyalty to the organization. As we implement eCRM process, three steps in the life cycle is proposed (Buttle, 2010 ): 1. Data collection: Refers to the information regarding customer preferences. Data is collected via websites, social media, emails and questionnaires.
Data aggregation:
A technique that companies use to filter and analyze customer needs, in order to realize requests of customers.
Customer interaction:
Companies provide specific feedbacks, to fulfil customer needs.
DIFFERENCES BETWEEN e-CRM AND CRM
An adequate method to succeed in Customer Relationships would be to integrate existing CRM processes with e-CRM applications (Pan and Lee, 2003) . In order to apply this particular procedure, we need to understand the variances between CRM and eCRM. The traditional CRM model focuses on marketing sales, service support and customer interaction, through the integration of people and technology. As for the electronic version, it expands the techniques of CRM, through electronic channels, combining them with e-business applications for the implementation of the strategy. Figure 3 shows the main differences between e-CRM and CRM.
Figure 3: CMR in comparison to e-CRM (adapted from Harrigan and Choudhury, 2010) From figure 3 we conclude that CRM is offers many strategies into the area of business, but e-CRM offers possibilities to analyzing customer data and customer characteristics to a greater extent. Customer activities are captured through web-sites and social media. Another important difference is that e-CRM offers real time and two-way services at anytime from anywhere.
SOCIAL CRM
Social media, such as Facebook, Twitter, LinkedIn, YouTube, Google (+ and Analytics) etc. have become an integral part of modern society, and they have completely changed the way we communicate, share and co-create information. More and more businesses tend to use social media in order to advertise their brand and their products and also to achieve better communication with the consumers. (Siakas et al., 2014a) . Social media has created new scope for CRM (Pan and Lee, 2003) . Social CRM accounts for a new generation of enlightened customers. It is a business strategy supported by a technology platform and social characteristics, in order to provide beneficial value in a trusted business environment. Social Media Technologies are used to provide real time communications between customers and businesses (van Bruggen et al., 2010; Verhoef et al., 2010) . This new approach of CRM uses social media to interact with customers. It requires strong relationships and conversations and is based on a customer engagement model depicted in figure 4 . The main steps in the customer engagement model of Social CRM, include the following concepts: Customer Relationship Orientation, Relational Information Processes and Social CRM Technology Adoption. The concept of customer relationship orientation focuses on the implementation of a strategy for better understanding customer needs, through the development of close personal relationships, interactions and social exchanges (Chen and Ching, 2007) . When a company gathers the required information Relational Information Processes takes place. Four dimensions of relational information processes have been reported by Harrigan and Choudhury (2012) , namely information capture, information integration, information access, and information use. Information capture involves the gathering of information from users' posts in different social media, such as Facebook, LinkedIn, Twitter etc. Information integration requires the integration of customer information from all interactions to advance into a conclusion about each customer relationship. Information access to customer information is used by employees and strategic marketing decision makers (Chen and Ching, 2007) . Finally the CRM Technology Adoption 'actually refers to the acceptance on part of the businesses for the collection, integration, and analysis of customer data, and subsequent communication with customers' (Jayachandran et al. 2005) . This collection and analysis of the data is acquired by social media technology tools or web applications. Harrigan and Choudhury (2012) propose that the outcome from Social CRM implementation along with the customer engagement model and the technologies in social media leads to increased trust, brand loyalty, co-creation and empowerment. Figure 4 proposes that customer engagement in Social CRM is achieved through customer relationships orientation, communication with customers and management of online customers through social media, mobile technologies and web-site usage. Customer Relationship Orientation includes dimensions such as perceived ease of use, perceived usefulness and attitudes towards use of Social CRM. In a study by Siakas et al. (2017) in students' perception of using social media in education it was found that other factors important for social media adoption were infrastructure for using social media, social influence and experience of using social media were important factors for 
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Cooperation
Empowerment social media adoption. It is likely that these factors also influence the readiness and attitude of customers towards Social CRM. The relational information processes include analysis of customer characteristics through customer transactions and activity analysis. The model suggests that the final outcome creates increased levels of trust, loyalty, co-creation and customer empowerment.
Companies aiming to use Social CRM need to be aware of the target group characteristics regarding degree of social media access. Figure 1 shows the S-curve, which is important for understanding when Social CRM is most efficient. (Rogers, 1962; Fisher and Pry, 1971) With successive groups of consumers adopting a new technology (shown in blue), its market share (yellow) will eventually reach the saturation level. In mathematics the S curve is known as the logistic function (Rogers, 1962; Fisher and Pry, 1971 ).
Figure 5. Take-up of New Technologies
Social Media is characterized as the power of Word of Mouth accomplished through a bottom-up approach and crowd-sourcing (Siakas et al., 2014a; 2014b) . Engagement in the Social Media means that customers or stakeholders become active participants rather than viewers. Participants engage in all forms of social discourse by acting together to equalize the market positions of manufacturers, suppliers, business and organizational leaders, customers and stakeholders in general. The engagement process is essential to successful Social CRM and to successful social business practices (Evans and McKee, 2010) . The choice of suitable Social Media Networks, such as Facebook, Twitter, blogs, Wikis, newsletters etc., is important for obtaining expected results according to the marketing strategy. For example, targeted marketing is based on the characteristics of the target group we like to reach and the social media network should be chosen based on characteristics of the users of the Social Media (interests, age, gender etc.). Social Media Marketing is also called Word-of-mouth marketing or Viral Marketing, because it utilizes the nature of the social networks and the engagement of the participants. It spreads and diffuses the context in a new manner by involving the target groups unconsciously through competitions, comments (posts), ratings and interactions in general.
Regular users of social media, consider it a great place to find others working in the field, to share and build on information, rather than multiple users reinventing the wheel. With an increased focus on authenticity, trust and relationships are built through regular interaction, whether that is with new external contacts, or for internal communications. Users become adept at adapting to each new system. (Siakas and Georgiadou, 2012) . (Siakas and Georgiadou, 2012) In the InCISIV framework the Deming Plan-Do-Check-Act Cycle, also called PDCA cycle (Deming, 1986 ) is embedded in the process quality model in an effort to focus project managers, project teams as well as evaluators to identify, plan, monitor, evaluate and improve their valorization of projects, activities and innovation. In our case study Social Media was used as a tool for valorization. The framework is depicted in figure 6 and shows two cycles which interact at every stage, delivering outputs incrementally. InCISIV allows for agile responses to change, planning the quality strategy, continuous reviewing and evaluation of project progress and quality of deliverables as well as improvement suggestions.
THE CASE STUDY
At each stage activities are planned, carried out, outputs are evaluated and processes improved. The quality of outputs is thus continuously monitored, and sustainability is improved. As shown in the InCISIV framework every stage goes through the PDCA cycle and slowly the journey approaches its ultimate goal via different levels that have different characteristics (Siakas and Georgiadou, 2012) .
The first step, the Innovation stage, comprised the new innovative way of communicating the core competencies to potential stakeholders (the target group) through the implementation of the social media strategy. Valorization is a continuous process that starts in the early stages of a lifecycle of a project and/or a product and is continuously improved according to the feedback from the target group/potential stakeholders for increased sustainability. The Social Media strategy and the embedded PDCA cycle helped to identify, plan, monitor, evaluate, improve and manage the valorization through Social Media activities and core competences.
Three family businesses implemented the InCISIV Framework through a Social CRM strategy with the help of the students.
Company 1: A very small hotel in Northern Greece
The family business hotel consists of 10 rooms with a fire-place and Jacuzzi in the rooms. The main customers until now were Greek clients who wanted to discover the hot springs or the ski centers in the surroundings of the hotel mainly during weekends. Most of the bookings were made through the Internet. Since the hotel owner is a young person he was open to new innovative ways of reaching the customers, in particular customers from abroad. Figure 7 shows the main areas of social media use in a hotel. Gaining customer loyalty is an important hotel objective. Satisfied customers tend to come back and also tend to recommend the hotel to family and friends. The social media is an important mean for word-of-mouth marketing and customer participation (comments, photos and ratings). The main social media means that were implemented are: Facebook, Twitter, Foursquare and Youtube, as well as Trivago, Trip Advisor and Booking.
The first results of the implemented Social CRM were reported in Siakas et al. (2014b) . The use of social media increased the bookings with 7-8% in November 2014 compared to the previous year, despite the drawback of the financial crises. The branding was identified to have improved; the new customer base was identified to come mainly from abroad. The bookings were extended to week days and Sunday evenings. Customers comments were positive and customer ratings at Booking.com in March 2017 are 9,4/10. The owner is very satisfied with the results of the strategy developed through the Social CRM in collaboration with the students.
Company 2: A very small 'cold-cuts and cheese' shop in Northern Greece
The cold-cuts and cheese shop in Northern Greece demonstrated a significant improvement in brand name and customer comments and ratings after the implementation of the social media strategy (Siakas et al., 2014b) . The students together with the owner carried out a SWOT analysis identifying the Strengths, Weaknesses, Opportunities and Threats. The Social Media Tools that were used are blog, Google+, Facebook, Twitter (multiple options of interaction), Google mapsplaces (interaction between customer and shop), as well as recipe competitions and campaigns through Facebook and Google AdWords. The results were very promising with a big number of visits in the blog, likes, posts and rating 4.8/5 (March 2017) in Facebook, as well as improved branding and increased sales. The owner is enthusiastic about the results. The Facebook is the far most popular social media used in particular by the younger generations, who ask for specific ingredients from the recipes. This movement has created a search for new innovative products and uses of existing products.
Company 3: A small medical center in Northern Greece
The third family business is a medical center for men and women, with innovative and specialized units in the fields of In Vitro Fertilization (IVF), maternal-fetal medicine, genetics and molecular biology. The center provides services and offers modern solutions to all kinds of infertility problems. The main concern is a humane approach providing psychological support to couples, combined with results, both in prevention and treatment. The center has around 20 members of staff.
The owner of the medical center asked for collaboration with the students one year after having seen a presentation of the student project from previous year. Two different groups of students worked with the company in 2015 and proposed two different Social Media Strategies. In end of 2016 the company employed a Digital Marketing manager, who would also be responsible for the presence of the company on Social Media. Table 1 shows the responses from the three companies to the interview questions. From the opinion of customers who come to our hotel. Several times they inform us that they have learned about our hotel through Facebook, booking, Tripadvisor, etc.
Responses of the three companies to the interview questions
A long term goal is to increase customers. Daily we measure likes and annotations on our posts
Readability and increasing incidents
Future plans Soon it will refresh our profile and also add "Pinterest".
We will continue our presence on Facebook, but we also plan to create accounts on other social media.
It is something new for us, we will expand depending on the needs of each time period
From table-1 we conclude that company-1 and company-2 implemented the social CRM proposed by the students in 2014. Both companies are very satisfied with the outcomes and also plan to extend their presence on social media in the future. Company-3 worked with the students on a social media strategy one year later (in 2015) . The company has not applied the social media strategy proposed by the students, but instead recently employed a Digital Marketing manager, who is expected to actively promote the company through social media. The company already uses Facebook and YouTube in its social media marketing.
When asking the interviewed companies about what advice they would give to other companies the following advice was given 'A social networking strategy can only make good for an enterprise, provided the strategy is adjusted properly to the business and its needs. Social media is a contemporary word-of mouth tool that helps the company to be advertised and improved (when acting on negative comments) and this leads to increased profits'.
CONCLUSIONS
This paper examined the importance of CRM, e-CRM and Social CRM for businesses. In particular Social CRM, a new trend that requires active engagement by customers and other stakeholders, was analyzed.
We described experiences from three family businesses that introduced Social CRM as a result of a project carried out as an assignment in the 'Social Media Networking' module of the MSc course in 'Web Intelligence' at the Department of Informatics of Alexander Technological Educational Institute of Thessaloniki. The assignment of the groups was to create a Social CRM Strategy in collaboration with a company.
The results showed that all three companies consider that the advantages for a company of the appearance on social media are cost-related due to the free nature of their use and viral nature of social media that increased the customer base. The disadvantages were related to the time that was needed to monitor the traffic on the different social networks.
